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A Travel Review of Finland as a Global Tourism Destination

With its endless coniferous forests, picturesque lakes and excellent network of national parks, Finland’s unspoilt natural environments create the postcard perfect images attracting tourists from all over the world.

[image: ]Getting to know Finland
Located in Northern Europe, Finland makes up one fifth of the Nordic region; along with Denmark, Norway, Sweden and Iceland. Its history, traditions and culture are so intertwined with these countries that it is often referred to as culturally Scandinavian, however politically and geographically, Finland is not a Scandinavian country (Norman, 2019). 

It is one of the most sparsely populated countries in the European Union. Although the 7th largest country in Europe (World Population Review, 2020), its population of only 5.5 million, mean Finland is currently ranked 26th out of the 51 European countries; just behind fellow Nordic country Denmark (World Population Review, 2020). Source: geographicguide.net


Finland is a country that, through history, had no identity; having been ruled for hundreds of years by the Swedish and then the Russians. Since gaining independence in 1917, it has fought to rebuild the country and the foundations of its society; earning itself the recognition of becoming a welcoming and prosperous nation (Lee, 2006, p.645). 

The Iconic Landscapes
[image: ]In the north, Finland’s breathtaking landscapes, combined with the arctic snow scenes and revitalising crisp air, create the perfect setting for unforgettable wintery getaways; providing one of the country’s best unique selling points. Whilst in the south, the capital of Helsinki offers an intriguing quirkiness; with art-nouveau buildings, elegant centenarian cafes and a superb museum collection. The cities careful preservation of Finnish heritage is evident with many restaurants having maintained the same menu and furnishings since the 1930s (Symington and Parnell, 2012).Source: visitfinland.com


Renowned for its long winter months, Finlands snow season usually begins in November and lasts until at least May in the northern regions. During this period, the sun disappears for months into a winter darkness; leaving only a twilight at noon, bringing severe arctic conditions and plunging temperatures as low as minus 35. Although not in complete darkness however, as the bright snow, the moon and stars and the Northern Lights, light up the night sky; creating breathtaking scenes across the country (Visit Finland, 2020).

[image: ]Although its not all about the cold and winter in Finland. Its short summer season, between June to August, is known as ‘The Land of the Midnight Sun’. This is due to the sun never dropping below the horizon in the most northern parts; creating endless summer days and white nights. During this time, Finland comes to life, with locals and tourists enjoying everything the great outdoors offers. From music festivals, lake activities like sailing, coastal island-hopping or spending quality time with the family, these high temperature ‘White Nights’ are the perfect way for Finns to celebrate the summer season arriving (Visit Finland, 2020).   Source: visitfinland.com


Tourism in Finland
The tourism industry contributes EUR19.2billion towards Finlands GDP (gross domestic product) (Luty, 2019), and in 2018, provided employment opportunities for 230,500 people (Luty, 2019); proving that it has become an important sector in the Finnish economy in recent years .

[image: ][image: ]Throughout 2018, Finland attracted 3.2 million international visitors, a 1.3% increase from the previous year, and visitor expenditure increased by 3% to US$ 3.7billion. The figures issued identified that Europe continues to provide the strongest tourism market for Finland, generating 74% of its international tourist arrivals, with the Asian market following at 19% and Americas with 6% (UNWTO, 2020). Official data also revealed that Russia, Sweden, Germany, China and the United Kingdom remain the top nationalities; consistently generating the majority of Finlands international visitors, almost 47% (Statistics Finland, 2019). Source: UNWTO.org
Source: UNWTO.org



Tourist Variations 
One of Finlands strongest unique selling points is that, due to contrasting differences in holiday type and activities on offer from region to region, it is able to attract a vast range of tourists. 

According to Stanley Plog’s psychographic theory, tourists can be categorised into ‘types’. Factors of personality types provide underlining influences that motivate a travellers holiday choice. The two extreme types are classified as; Psychocentric type (Dependables) and the Allocentric type (Venturers), with the middle range being Midcentrics (Plog, 2002).

Psychocentrics are cautious, conservative travellers; often associated in families with children and lower social class. Typically this personality do not seek out new experiences, instead opting for safe choice destinations, looking for structured activities and travelling less frequently (Plog, 2001). Whilst Allocentrics are extremely curious about the world and what it has to offer; preferring adventurous activities and destinations and continually seeking to explore new ideas and concepts, rather than following a routine. These personality types make decisions quickly and easily to ensure each day is full of energy and life. They generally travel more often and for longer periods; typically identified with the higher social class (Plog, 2001). 

Tourist areas, such as Lapland, provide many structured pre-bookable holidays and activities more suited to Psychocentrics; such as husky sleigh rides and organised Northern Light trips, however it also offers activities for Allocentrics; including hiking through national parks and cross-country skiing (Visit Finland, 2020). 

Impacts of Tourism in Finland
Having dramatically grown over the years, the tourism industry now accounts for 10% of the worlds gross domestic product (GDP). The size and scale of the industry has started to put a great strain on the planet, so it is imperative for Finland to ensure continuous work towards a more sustainable tourism industry across all aspects; Environmental, Economical and Social.

Since becoming a developed market in the early 1980’s (MSCI, 2012), Finland has continued working towards ensuring its tourism industry remains sustainable, and minimising the impacts on the global environment. Whilst a completely sustainable tourism industry is unachievable, as every industry suffers impacts through time, projects such as Finlands Ecocomptor play a vital part in the industry becoming more sustainable. This innovative Finnish project allows hotels to better communicate sustainability initiatives using reporting; with the overall aims being to, reduce emissions and the impacts on climate change, save on operating costs and better manage consumption (Sustaining Tourism, 2019).

With temperatures rising at double the global average rate, climate change is rapidly threatening the Arctic and its population in northern nations like Finland; who’s livelihoods and tourism relies greatly on polar climate to create its ‘Winter Wonderland’ attraction point. Lapland’s capital, Rovaniemi; renowned for being the ‘Hometown of Santa Claus’, looks uncertain for the future, as temperatures rise bringing rain instead of snow. This forms ice on the ground, leaving reindeer food trapped with no trace of smell; resulting in reindeer starvation. Researchers believe changes in temperature and weather patterns are having dramatic effects on the environment, animal migratory routes, habitats and behaviour; a devastating reality for the regions main inhabitants, the Sami, whose life and culture circulate around nature and the reindeer (Gabbatiss, 2017).  
[image: ]
Butlers life cycle model, used to analyse tourist resorts development and growth, illustrates how, although Finland is at its tourism peak, the growing concerns of climate change and its impact on some of the regions, mean Finland must refocus its tourism strategy in order to avoid the declining stages of the cycle (BBC, 2020). 
Source: BBC.co.uk


Future Tourism Developments
As a destination highly reliant upon nature-based tourism; investment, advertising and adapting activities to attract new visitors is essential for Finland’s existence within the tourism industry. The use of artificial snow and the construction of underground facilities for cross-country skiing is already being implemented in Finnish ski resorts; in order to minimise the impacts of the changing climate and shortening snow season (Climate Change Post, 2020).

[image: ]Understanding customers needs and wants is essential to ensuring a sustainable economic growth within Finlands tourism industry. As a country that boasts simplicity filled with naturally nutrient-rich foods whilst remaining loyal to culinary roots and local traditions, Finland now has one of the best food scenes in Europe (Visit Finland, 2020). Many tourists travel here to sample all that Finnish culinary culture has to offer; from simple basic ingredients to exquisite fine dining restaurants (This is Finland, 2020). In order to maintain growth, altering its tourism focus point from nature-based tourism towards food tourism could minimise the impacts of the environmental issues. Source: visitfinland.com


Food tourism is an important part of the industry as food is a humans basic need and greatly influences a tourists decision when selecting a travel destination. A good example of how food tourism can support Finlands sustainable growth can be demonstrated using Maslow’s hierarchy of needs and motivation model. The theory sets out that, by satisfying each level, a consumer develops new sets of needs, thus eventually reaching self-actualisation, which, in turn, ensures industry [image: ]growth for Finland. 

A person desiring any element within Maslow’s model would firstly be motivated by the physiological (basic) need of food, therefore the availability of the food industry would satisfy this need. The safety need represents unfamiliar foods; considered as risky choices by some tourists. By using its naturally clean ingredients and demonstrating good levels of food safety awareness, Finland would satisfy this need. Social needs are satisfied by love, affection and friendships surrounding individuals; from friends and family to other tourists. The esteem level, relates to one’s inner self; such as self-confidence and recognition, and thus, by satisfying this level, a person will reach self-actualisation, allowing one’s full potential to be realised (Tikkanen, 2007). Source: simplypsychology.org



[image: ]Popular Tourist Regions & Attractions 
Although Finland is divided up by many regions and subregions, tourist purposes consider four distinct regions when visiting; the capital Helsinki region, Lakeland, the Archipelago and Lapland; each of which offer a different experience of the country (Business Finland, 2020).

Helsinki
The capital, Helsinki, is the most populated and richest part of the country. Along with its neighbouring cities of Espoo and Vantaa, it accounts for around one million of the country’s population (Business Finland, 2020). Offering a wealth of innovative architecture and design, Helsinki is home to fine museums, galleries, culture and some of the best fine-dining restaurants in the country (Symington and Parnell, 2012).   
Source: visitfinland.com

Lakeland
For visitors seeking ultimate relaxation, the Lakeland region offers exactly that. Known as ‘The Land of a Thousand Lakes’, the region is famous for its stunning summer cottages and lakeside saunas, located around its blue labyrinth of crystal clear lakes, islands, and emerald green forests. Lakeland is a popular choice for water activities, like sailing, kayaking and fishing (Business Finland, 2020). 

Archipelago
Along the south and west coastline lies the world’s largest Archipelago. Home to over 180,000 islands and stretching over 1000km long, this vast coastal region offers plenty of incredible experiences year-round. The Archipelago region presents a strong maritime culture, with numerous lighthouses, historical manors and an ironworks village to explore. For active travellers, hiking through one of the regions ten national parks or cycling along the 200km Archipelago Trail, are just some of the activities on offer (Visit Finland, 2020).  

Lapland 
Located above the Arctic Circle and making up around one third of Finland’s total area, the Lapland region offers breathtaking magical snow-covered landscapes. Aside from being the ‘the hometown of Santa Claus’, Lapland is also home to the only indigenous people of the European Union, the Sami. Finland’s native inhabitants provide the region with an alternative selling point, offering unique opportunities to experience Sami culture and traditions (Nordic Visitor Lapland, 2020). 

Finland has many cultural and historical attractions across its regions, all located in unspoilt natural surroundings. Its vast array of attractions provide something to suit every tourists requirement.  

[image: ]Northern Lights
[image: ]Natures stunning technicolour displays, the Aurora Borealis (Northern Lights), are visible for approximately 200 nights a year in the northern region of Lapland. The electronically charged partials released from the sun create multi-coloured displays when combined with different atmospheric gases. The thrill of seeing this unique natural phenomenon provides a once-in-a-lifetime experience (Visit Finland, 2020). Source: visitfinland.com


UNESCO World Heritage Sites
Finland is home to seven UNESCO World Heritage sites. One of the most popular sites is the fortress island Suomenlinna in Helsinki. With its unique European military architecture, old fortresses and dungeons, the islands of Suomenlinna remain one of Finland’s most popular tourist attractions, for both Helsinkian tourists and international visitors (Visit Finland, 2020).Source: visitfinland.com

[image: ]
Finnish National Parks
There are 40 national parks located around Finland, each offering pristine natural features; from forests and lakes to rapids and rift valleys. These protected areas are the perfect way for tourists to spot some of the local plants and wildlife, however they also create many opportunities for outdoor activities, like hiking and climbing (Visit Finland, 2020). 
Source: visitfinland.com

Sauna and Ice Swimming
[image: ][image: ][image: ]For centuries the physical and spiritual cleansing of a sauna has been a vital part of Finnish culture; even with executive decisions being made in a sauna, rather than a boardroom. With over three million saunas in Finland, it truly is a part of daily life routine. Combined with a dip in one of Finlands 188,000 icy lakes or rolling in the snow, this daily ritual is said to be good for blood circulation, as well as providing an incredible rush (Visit Finland, 2020). Source: visitfinland.com
Source: visitfinland.com
Source: visitfinland.com


As evident throughout this article, Finlands tourism industry is one of unspoilt natural environments, rich in culture and history. The unique, magical experiences on offer provide tourists, of all types, once-in-a-lifetime opportunities to discover and explore. 

If the warming climate intensifies climate change; resulting in a decrease in winter tourism, the summer months will be extended, meaning Finlands attractiveness as a summer tourism resort could increase and future incomes could grow (Climate Change Post, 2020).  

Whilst Finland is currently predominantly a winter destination, the objective to further develop its tourism industry are clear, in that, by developing summer activities in regions that are associated as being winter resorts, Finland can reduce the impacts of climate change currently threatening its tourism industry and sustain its future economic growth. 

By Laura Yildiz
(1816439)
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